In my paper, I will be discovering, evaluating and analyzing agenda-setting theory. I will be discovering the theory through its progression form an idea to a theory.
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Agenda-setting theory is the theory that explains how media sets the agenda for the public. This definition has been changed over the years to mean the media tells us "not what to think, but what to think about" (Griffin 390 ) Another definition, according to McCombs, is "the transfer of salience from one agenda to another" (553) Salience refers to the importance of the information being portrayed by the media. This suggests that if a story was run first on the news, it would more important than if it was run at the end of the broadcast. According to this definition, agenda-setting theory is the transfer of what is important from the media to the public. This explanation all started from one idea laid out in 1922 by a researcher named Walter Lippmann.
Agenda-setting theory started out as a hypothesis that stated there would be a "cause-and-effect relationship between media content and voter perception [public opinion]." (Griffin 391) This hypothesis came about from other earlier experiments.
(Griffin 391) The earliest design involving media and public opinion was from Walter Lippmann. (Griffin 391) Lippmann "elaborated the role of the press in providing the raw materials, the basic information, from which public opinion is constructed." Lippmann's observations started the change, but I believe he helped with the movement.
As always with change, the "Rhetoricians ignored the new mass communication technologies of film, radio, and television, dismissing them as mere entertainment." (Griffin) nonetheless, the scholars needed much more research in order to prove that media was not just 'mere entertainment'.
The next idea that helped to bring about agenda-setting theory, was "One of the because it takes a while before people catch on, semiotics, issues take a while to become important to the public. Nonetheless; "By the late 1960's, the field of mass communication was ready for a major shake-up. Decades of research into persuasion effects on attitudes and behaviors had left many scholars frustrated. Attitudes were not clearly connected to behaviors, and media were not clearly and consistently connected to either. Agenda-setting, in popularizing the summary statement about media not telling voters what to think but what to think about, clearly rejected persuasion as the central organizing paradigm." (Kosicki 103) Thus, agenda-setting theory was born. Once again, agenda-setting theory explains the correlation between the media's influence on the publics' opinion. when newspapers declined as an information source late in a campaign." (Yang and Stone 59) Once again, these studies helped demonstrate the complexity of the theory and will be addressed later on in the paper.
In 1976, Charles Shaw did a "study of political campaign [that] supported the claim that interpersonal factors were good predictors of agenda-setting. Specifically, the more frequent the more active one's participation was in interpersonal networks, the closer the agreement between one's personal agenda and that of the media." (Yang and Stone 59) This idea goes back to "boomerang" effect of selective exposure. Even though that study was overlooked or not as popular at that time as McCombs and Shaw's agenda-setting theory, it was recognized in 1976. I think this is because Shaw, one of the "founders" of agenda-setting theory, finally recognized it was an essential part of the theory. I also think that he got the credit for it because he was a founder of the theory.
According to Yang and Stone, in 1977 , Judith Beinstein did a "pilot study of opinion formation compared the reported impact of mass media and the interpersonal sources of information among woman of different social network densities." (59) Beinstein "found [the] less her friends knew each other, the more likely they were to rely Butz 7 on media, but the more they knew each other, the more likely they were to relay on each other or interpersonal sources." (Yang and Stone 59) In 1980, Erbring, Goldenberg and Miller "found that interpersonal communication may increase salience by playing an essential role when people want to make sense of new topics reported by the media." (Yang and Stone 59) This means that by talking to others about topics found in the media may make those issues more important to you when you do not understand the issue. (Yang and Stone 59) The next big idea came from James P. Winter in 1981. He "summarized the point, saying some researchers reported that interpersonal discussion filtered or reduced media influence, whereas others reported that it enhanced media effects." (Yang and In conclusion, agenda-setting theory has changed through the years, but today means "the transfer of salience from one agenda to another." (McCombs 544) The agenda could be the media to the pubic or the public to the media. Many studies have been completed over the past 83 years on agenda-setting theory. These studies have been researched through many different fields of study. As McCombs stated, "some of this research has made bold creative leaps into new territory. Other research has been the methodical and painstaking attention to small details." (544) This is why there is a call for a universal model rather than a theory. However, with the new media of the internet, much more research will be done rather than a formation of a much needed model.
